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The role of the Internet on export market growth: An empirical study in Latin America  
 
 
Abstract 
 
The Internet has been shown to positively influence the export activities of firms from developed 
countries. However, the literature is vague as to whether the Internet has an impact on the export 
market growth of firms form developing countries. This paper examines of a cross-national sample of 
204 firms from a Latin American country (Chile). The results show that Internet marketing activities 
positively influence information availability and business relationships, which lead to an increase in 
export market growth. The findings indicate that the Internet influences not only information 
availability for export performance but also business relationships generally thought to be face to face 
interactions in nature.  
 
 
1. Introduction 
Throughout the world, many regions have embraced the Internet as a vital communication and 
business tool (De la Torre & Moxon, 2001; Park & Jun, 2003). The Internet has fundamentally 
changed the dynamics of the global economy leading to a profound impact on the world of 
international business and marketing (Singh & Kundu, 2002). Latin America has been no exception 
and the Internet has undergone a similar adoption trend as other parts of the world and the number of 
Internet users in Latin America has grown over the past decade (Sanchez, 2011).  
According to a June 2011 report by AMPARO, a project managed by the Latin American and 
Caribbean Internet Addresses Registry (LACNIC), Internet users currently exceed 200 million people 
in Latin America and the Caribbean. The level of Internet use in Latin America is not as widespread as 
in Europe or other highly developed regions, and the take up of the Internet by companies in Latin 
America has been slower compared to those from developed countries (Grandón, Nasco & Mykytn, 
2010; Nasco, Grandón & Mykytn, 2008). Nevertheless, estimates suggest that Internet usage will grow 
in the coming years as international telecommunication companies are capitalizing on the relatively 
virgin Latin American market. As an example, the world’s richest man Mexican Carlos Slim, owner of 
Prodigy Infinitum, Mexico’s largest Internet service provider, has invested heavily in the 
telecommunications sector.  
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An increasing number of studies place emphasis on the potential importance of the Internet in the 
international activities of firms (Aspelund & Moen, 2004; Bennett, 1997; Hamill, 1997; Moen, 2002; 
Moen, Endresen & Gaylen, 2003; Moen, Madsen & Aspelund, 2008; Petersen, Welch & Liesch, 
2002). Specifically, the Internet has been found to support the international expansion of exporters 
(Gabrielsson & Kirpalani, 2004; Loane, 2005; Mathews & Healy, 2008), and enhance international 
market growth (Lu & Julian, 2008). Nevertheless, most of these studies are largely exploratory and 
examine the potential impact of the Internet from a conceptual viewpoint, and not formally testing 
research propositions or hypotheses (Loane, McNaughton & Bell, 2004; Mathews & Healy, 2008; 
Petersen et al., 2002; Samiee, 1998). As such, limited empirical research on the Internet’s impact on 
export marketing performance has been conducted.  
Furthermore, research suggests that Internet research conducted in developed countries may not 
necessarily be as relevant for Latin American countries due to differing cultural dimensions (Gong, 
2009; Grandón et al., 2010; Nasco et al., 2008). This is in line with a recent call for more research on 
emerging markets such as Eastern Europe, Central Asia and Latin America, and well as on the issue of 
online international marketing (Leonidou & Barnes, 2010). Thus, given the importance of exporting to 
a nation’s economy (Leonidou & Katsikeas, 1996) and the increasing use of the Internet in business 
activities, constituting a study that examines the effect that the use of the Internet may have on export 
market growth for Latin American firms is considered timely.  
The objective of this study is twofold. First the study provides descriptive information regarding 
the levels of Internet marketing as well as international growth for export firms located in a Latin 
American country. Second, drawing on the resource-based view (Barney, 1991; Wernerfelt, 1984) and 
dynamic capabilities approach (Teece, 2007; Teece, Pisano & Shuen, 1997), this study asserts that 
export market growth depends on the dynamic capabilities of firms to create, deploy, and reconfigure 
the firm’s resource base. The following section reviews the literature pertinent to Internet marketing 
and exporting, and develops hypotheses related to Internet marketing and export market growth. Next, 
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the methodology, empirical study, theoretical implications, limitations, and future avenues are 
discussed.     
2. Theoretical Background 
The Internet has been identified as one of the most significant marketing tools in the global 
marketplace for its enormous potential use for businesses (Rodgers & Sheldon, 2002). Recent studies 
suggest that the Internet can aid exporters by enhancing access to international markets, increasing the 
rate of internationalization, and lowering transaction costs (Kontinen & Ojala, 2010; Lohrke, Franklin 
& Frownfelter-Lohrke, 2006), as well as improving communication and efficiency of information 
exchange (Gabrielsson & Kirpalani, 2004; Loane et al., 2004; Mathews & Healy, 2008; Prasad, 
Ramamurthy & Naidu, 2001).  
Early research by Hamill (1997) suggests that Internet connection can substantially improve 
communications with actual and potential customers, suppliers and partners abroad, generate a wealth 
of information on worldwide market trends, and be a very powerful promotion and sales tool. Thus, 
the explosion of international marketing activity on the Internet has provided a fundamentally different 
environment for international marketing (Eid & Elbeltagi, 2005). The Internet serves as a vehicle for 
the process of conducting export business as well as a tool deployed for promotion, information and 
export revenue enhancement (Aspelund & Moen, 2004; Bennett, 1997). Not only do large firms with 
sizeable capital capabilities have the ability to export through the Internet, but small and medium 
companies may also do so with only moderate investment (Arnott & Bridgewater, 2002).  
This positioning of this study is within the broad framework of the resource-based view of the firm 
(RBV). The basic principle underlying this theory is that resource endowments explain differences in 
the performance of firms (Barney, 1991; Wernerfelt, 1984). According to RBV, organizations that 
possess resources which are valuable, rare, inimitable, and non-substitutable will achieve a position of 
sustainable competitive advantage. These resources can be organizational or managerial, such as the 
competitiveness of products, technological and financial resources, international experience, and the 
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leadership qualities of managers (Barney, 2001). In an international context, the resources and 
capabilities developed and acquired by firms to expand their source of competitive advantage in new 
international markets determine their export performance (Day, 1994; Srivastava, Fahey & 
Christensen, 2001).  
Firms are gradually applying Internet technology to firm processes in international business 
activities (Booth & Philip, 1998; Lichenthal & Eliaz, 2003). Resources are needed to cover for the 
ongoing expenditure during usage, maintenance and subsequent enhancement (Chircu & Kauffman, 
2000; Samiee, 1998). Reuber and Fischer (2011) found that firm resources such as Internet technology 
capabilities were pivotal in the pursuit of international marketing opportunities. However, Internet 
technology as a resource alone may not necessarily lead to competitive advantage for firms, as the 
resource can be easily imitated (Li & Ye, 1999). Therefore, this lends to embed the Internet within an 
organizational process that generates a competitive advantage to impact firms’ performance (Barney, 
2001; Li & Ye, 1999; Tippins & Sohi, 2003). Powell and Dent-Micallef (1997) and Booth and Philip 
(1998) show that the value of the Internet is leveraged only when its embedded in organizational 
practices and processes, or used along with other unique resources within the firm.  
Following the previous discussion, the authors argue that Internet marketing can be framed as a 
problem of capability development (Knudsen & Madsen, 2002; Ray, Barney & Muhanna, 2004). A 
capability refers to the ability of an organisation to perform a coordinated set of tasks, using 
organisational resources for the purpose of achieving particular end results (Helfat & Peteraf, 2003). 
For example, information and communication technologies require specialized expertise to develop, 
maintain and operate (Bengtsson, Boter & Vanyusyn, 2007). The Internet can also facilitate the 
development of organizational capabilities, such as marketing research capacity or customer 
relationship ability, which are firm specific and more difficult to duplicate across organizations (Bauer, 
Grether & Leach, 2002; Hamill & Gregory, 1997; Prasad et al., 2001; Saban & Rau, 2005). For 
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instance, Freeman, Styles and Lawley (2012) highlight the importance of capabilities such as 
competitiveness and business network in relation to the firm’s export performance. 
Overall, the above literature suggests that the Internet may provide firms with a competitive 
advantage and helps firms to expand to international markets. Although the conceptual issues 
discussed in this section are important in explaining how the Internet may assist exporters in their 
international growth activities, the impact of the Internet in export marketing has not been fully 
examined in a Latin American context. Previous studies have been conducted predominantly in 
Australia (Mathews, Healy & Wickramasekera, 2012), the USA (Samiee, 1998), and Europe (Moen et 
al., 2008). Certainly little evidence has been found to suggest that cultural differences exist in terms of 
acceptance of modern communication technologies by firms in developing countries (Wresch, 2003). 
For example, Latin American countries are considered to be high context, collectivist culture, with 
high uncertainty avoidance (Hofstede, 2001). In terms of Internet marketing, this may mean that 
managers may perceive this activity as an impersonal way to do business internationally and prefer to 
gain market information from personal information sources (Grandón et al., 2011).  
The authors postulate that resources such as Internet usage and marketing enhance capabilities 
related to information availability and business relationships, which positively influence export market 
growth. The conceptual model is empirically tested using structural equation modelling (SEM). Figure 
1 shows the proposed conceptual model and the next section discusses the hypotheses.  
Insert Figure 1 here 
3. Conceptual Framework and Hypotheses 
3.1 Export Market Growth 
Drawing on Ansoff (1965), product market development and penetration are important growth 
strategies for firms (Ansoff, 1965; Houghton & Winklhofer, 2004). These dimensions of market 
growth have also been used in an international market context (e.g., Daniel, Wilson & Myers, 2002; 
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Griffith & Krampf, 1998; Gronhaug & Kvitastein, 1992). Export performance is determined by the 
ability of these firms to gain access to specific international markets (Majocchi & Zucchella, 2003). 
 Qualitative research shows that the Internet has enhanced firm capabilities for export market 
growth in three ways (Mathews & Healy, 2008). First the Internet has allowed for the same base of 
international customers for small or large firms. Second, the Internet has permitted firms to capture 
international communication opportunities and efficiencies through accessing and disseminating 
information. Finally, the Internet has allowed firms to interact with foreign customers more frequently.   
3.2 Internet Usage 
Internet usage refers to firm’s usage of Internet technology such as e-mail, websites, intranets, and 
extranets (Berry & Brock, 2004; Brock & Yu, 2005). Firms can use the Internet to communicate with 
their customers either through e-mail or have an ongoing web presence (e.g. website). E-mail can 
provide firms with an superior communication method compared with traditional communication 
means, such as regular post or telephone, by increasing communication speed and enabling document 
attachments (Daniel et al., 2002). Previous research has also shown that firms can provide effective 
customer service through e-mail (Strauss & Hill, 2001). In addition, Internet usage in many small firms 
is manifested in websites (Simmons, Armstrong & Durkin, 2008). Websites are a means for companies 
to facilitate exchanges with their customers in foreign markets (Saban & Rau, 2005), and provide firms 
with the ability to maintain permanent information for customers (Houghton & Winklhofer, 2004). 
Furthermore, in an international context Saban & Rau (2005) found that companies abroad used their 
websites as a primary export-marketing channel. For example, companies use their websites to 
advertise, sell their products, and place product information (Daniel et al., 2002; Griffith & Krampf, 
1998). Overall, these studies suggest that the use of e-mail, websites, support systems, and intranet by 
exporters may positively influence Internet marketing activities. Based upon the previous discussion 
the researchers posit the following hypothesis: 
Hypothesis 1: Internet usage is positively related to Internet marketing. 
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3.3Internet Marketing  
Internet marketing within the exporting process of the firm is regarded as the integration of the 
Internet into international marketing activities and business processes of the firm (Mathews & Bianchi, 
2010). For this study, the research team examines the application of the Internet to a specific set of 
marketing capabilities: marketing and advertising, online sales, market research, and 
purchasing/procurement.  
Research suggests that Internet marketing positively impacts firm exporting outcomes through 
activities such as, communication, market research and relationship/network development (Aspelund 
& Moen, 2004). Moon and Jain (2007) show that Internet marketing research positively impacts 
profits, sales as well as firm’s market share. Furthermore, the Internet offers interactivity and 
dynamism for the exporting firms to conduct their exporting business both effectively and efficiently 
(Bennett, 1997).  The Internet also enables firms to reach potential clients around the world making the 
Internet a relatively inexpensive form of marketing (Lituchy & Rail, 2000). This results in a reduction 
in transaction costs including the costs of executing a sale, costs of procurement, and costs associated 
with making and delivering a product, leading to an increase in profitability. Therefore: 
Hypothesis 2: Internet marketing is positively related to export market growth. 
The Internet has increased the amount information access related to international markets (Petersen 
et al., 2002) and has reduced the perceived risks associated with internationalisation for many SMEs 
(Mathews & Healy, 2007). Several studies note the Internet’s potential positive effects on international 
information availability (Berry & Brock, 2004; Brock & Yu, 2005; Gibbs & Kraemer, 2004; Hamill, 
1997; Hamill & Gregory, 1997), which reduces the perceived risk associated with export market 
growth (Mathews & Healy, 2007; Moen et al., 2008). The Internet enables firms to collect primary 
data via such tools as online surveys, web visitor tracking, advertising measurement, customer 
identification systems and email marketing lists (Quelch & Klein, 1996). Sources of secondary data 
such as online newspapers and journals, individual country and industry market and country legislation 
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reports, lists of suppliers, agents, distributors, and government contacts can also be obtained (Hamill, 
1997). Firms also have access to databases from government agencies, universities, and research 
centres through the Internet (Cronin & McKim, 1996). The Internet can also provide a new and 
efficient medium for conducting market research and collect high-quality market information for 
making more informed decisions (Teo & Choo, 2001).  
Hypothesis 3: Internet marketing is positively related to information availability. 
Internet marketing is a powerful way to reach customers and suppliers anywhere in the world very 
quickly, regardless of the country´s remoteness (Bennett, 1997; Lituchy & Rail, 2000; Roccapriore, 
2000; Yu & Koslow, 1999). The Internet contributes to the building of international business 
relationships, which in-turn lead to more international market opportunities (Moen Gaylen & 
Endresen, 2004; Wu, Mahajin & Balasubramanian, 2003). Due to the connectivity and the interactivity 
of the Internet and constant availability of information on the Internet, the Internet can lead to higher 
commitment, satisfaction, and trust among the parties and thus can enhance the quality of the 
relationships (Bauer et al., 2002). Moreover, due to its ease of use, wide availability, low cost, and 
common standards, the Internet enhances the integration and coordination of marketing activities by 
allowing people from different departments within the company to share information and communicate 
with their customers and suppliers better (Afuah, 2003; Hameri & Nihtila, 1997; Jean, Sinkovics & 
Cavusgil, 2010), and improve international relationship performances for the firm (Jean & Sinkovics, 
2010). As Loane and Bell (2006) argue, emphasis should be not only placed on resources per se but 
where capabilities through relationships connect firm specific resources to exploit international 
opportunity. Thus, the Internet is critically important for enhancing the firm´s existing customer and 
supplier base and for the firm’s ability to establish and maintain international business relationships 
with customers and suppliers. Therefore the following hypothesis is proposed: 
Hypothesis 4: Internet marketing is positively related to business relationships 
3.4 Information Availability 
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The firm’s ability to gather and utilize international information about markets and customers is 
important for international marketing success. International information improves a company’s 
competitive position and performance (Hart, Webb & Marian, 1994). International information 
availability has been found to positively impact firms’ international performance, including sales, 
profit, market share, and new market entry (Diamantopoulos & Souchon, 1999). Thus, the availability 
of information on international markets should increase the growth of current and new export markets. 
Therefore the researchers propose:  
Hypothesis 5: Information availability is positively related to export market growth. 
Information availability through the Internet can also lead to higher commitment and trust among 
parties, and can thus enhance the quality of business networks (Bauer et al., 2002). Furthermore, 
information availability has a positive influence on the firm’s development of business relationships 
(Filatotchev, Liu, Buck & Wright, 2009). Hence: 
Hypothesis 6: Information availability is positively related to business relationships. 
3.5 Business Relationships 
Relationships and network building and maintaining capabilities have been shown to positively 
impact on firm’s performance in a domestic and international context (Morgan-Thomas, 2009; 
Musteen, Francis & Datta, 2010). Loane and Bell (2006) suggest that business networks are valuable 
resources for Internet enabled small firms in their internationalisation endeavours. The network theory 
of internationalization focuses on the role of business relationships in international market growth and 
development (Coviello & Munro, 1995). Networks are based on exchange relationships, which evolve 
with mutual knowledge and trust, that lead to greater international market action and growth (Turnbull 
& Valla, 1986). An international network perspective highlights the role of cooperative activities and 
relationships in international market development (Young, Dimitratos & Dana, 2003). Further, 
personal contact, networks and social interaction play an important role in the development and growth 
of international markets (Wu et al., 2003). Filatotchev et al. (2009) find that the possession of global 
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networks, and international knowledge transfer are significantly associated with export orientation and 
export performance. Thus, the authors propose the following hypothesis:  
Hypothesis 7:  Business relationships are positively related to export market growth. 
4. Methodology 
Hypotheses were tested using an online survey applied to Chilean export firms between April and 
June 2011. Chile is the fourth largest Internet population in Latin America (TrendWatch, 2009), and in 
2006 the Global Competitiveness Report  identified Chile as being the highest ranking country in 
terms of potential sustained economic growth of all the Latin American countries (WEF, 2012).  
The sample frame of 2000 firms was chosen from the Prochile database of Chilean exporters 
(www.prochile.com). This database was selected because is the most comprehensive and current 
database available of exporters in Chile. An email invitation presenting the research team, objectives 
of the study and the online survey link was sent to participants and yielded a total of 210 responses, 
with a response rate of 10%, which is considered a reasonable rate given that business surveys 
normally have poor response rates (Frazer & Lawley, 2000). A single reminder e-mail was also sent to 
participants. After eliminating five cases with extensive missing data, 204 cases were used to test the 
proposed structural model.  
The survey instrument was a structured questionnaire. The questionnaire was developed in English, 
then translated into Spanish by one of the research team members, and was then back translated by a 
colleague in Chile (Brislin, 1970). Pre-testing is considered essential prior to administering a 
questionnaire, in order to ensure reliability (Hair, Bush & Ortinau, 2000). The survey was pre-tested 
with a convenience sample of five Chilean exporters, which resulted in minor changes in wording to 
some questions To reduce the common method bias, semantic differential scales and 7-point Likert-
type scales were used (Podsakoff, MacKenzie, Lee & Podsakoff, 2003). E-mail was used to collect 
data based on findings from research that highlights that top managers prefer electronic surveys 
(Griffis, Goldsby & Cooper, 2003).  
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The research explores the Internet usage and intensity of the firm and international market growth; 
therefore the unit of analysis for this study is the firm. This is consistent with the previous studies on 
Internet and internationalization (Aspelund & Moen, 2004; Melewar & Stead, 2002; Moen, 2002; 
Moen et al., 2003; Morgan-Thomas & Bridgewater, 2004). International marketers and international 
decision makers were chosen as key informants either to fill out personally or directed to the person 
most responsible for the firm’s exporting decisions (Malhotra, 1996). Only those with knowledge of 
the exporting process of the firm were eligible (Mitchell, 1994). 
Drawing on existing literature, scale items were adopted and respondents were asked to rate their 
perceptions on seven-point Likert- scale. Internet usage of the firm was measured using a seven-point 
Likert scale anchored at (1) no usage, and (7) extensive usage, considering e-mail, webpage, personal 
space, support systems and intranet (Aspelund & Moen, 2004; Gibbs & Kraemer, 2004; Hamill, 1997). 
Internet marketing was measured through a seven-point scale of application of the Internet, such as 
marketing and advertising, sales to customers, after-sales service and support, market research, and 
purchasing/procurement (Aspelund & Moen, 2004; Gibbs & Kraemer, 2004; Hamill, 1997). Export 
market growth for firms was measured by firm performance in new country markets, new customers in 
existing country adapted from Ansoff (1965) and Gibbs and Kraemer (2004), markets and penetration 
of existing customers. A seven-point Likert scale was used, anchored at (1), significantly decreased to 
(7), significantly increased sales over the last 12 months.  
Common method variance was assessed by using a variety of scale anchors so that respondents did 
not simply gloss over questions (Podsakoff et al., 2003). Further, dependent and independent variables 
were separated and different types of questions asked for each to stimulate a specific response for a 
particular item (Podsakoff et al., 2003). To increase the reliability of the questionnaire, interval scales 
were used predominantly, with limited use of ratio and nominal scales. Further, clear guidelines were 
given to respondents. The instrument was pre-tested extensively and modified accordingly. To increase 
content validity, established scales or adapted scales were used. Data analysis was used to help 
12 
 
differentiate similar scale measures and distinguish accurate measures for specific constructs. To 
assess non-response bias, a high response rate created a more representative set of respondents and 
limits non-response, due to high participation. Lastly, a more rigorous process of using an 
extrapolation method such as a two tail T test ensured that the data set had no non response bias issues 
(Armstrong & Overton, 1977).  
5. Data Analysis 
5.1 Descriptive Results 
According to the data, respondent firms had an average of 153.7 employees, with 86% of the firms 
falling within the classification of small to medium sized firms with less than 200 employees. Of the 
sample, manufacturing firms represented 88% and service firms only 12%. Respondents were 
composed of chief executive officers, vice presidents, or managing directors (10%), international and 
marketing/sales managers (18%), general managers (24%), administrators (17%), and other managers 
responsible for international decisions (31%). The average age of firms was 21.7 years, ranging from 
1875 to 2008, with the majority of firms (82%) established after 1980. Respondents had a mean of 10 
years’ experience with the firm and 15.4 years within their industry, highlighting that respondents were 
data-rich. The mean age of respondents was 45.1 years of age, ranging from 22 to 73 years of age.  
Results also show that 98.5% of all the surveyed firms use the Internet for e-mail to some extent, 
with 82.2% of the firms using e-mail extensively in their business. Furthermore, 25.6% of these firms 
use a website extensively for international marketing activities, and 87.7% use the website to some 
extent. The data also shows that 82.2% of exporters using the Internet for marketing and advertising 
for international customers and prospects, 51.2% for online sales, 73.9% for after sale service, 87.7% 
for market research, and 81.3% for procurement and purchasing. These findings highlight the 
integration of the Internet in the international marketing activity of exporters. The average annual 
revenue for the surveyed firms is US$10.2 million, and the average annual ration of exports/sales is 
65%. Further, the mean number of international markets is 8, with the majority of firms (82.3%) 
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having more than 4 international country markets and an average of 9 customers in every country 
market. The main export markets were the United States of America, Brazil, Peru, Mexico, Argentina, 
Colombia, Japan, China, Netherlands, Germany, Spain and England. Except of the U.S.A., the five 
main markets were all located in the Latin American region.   
5.2 Statistical Results 
To statistically analyze the data, and test the proposed conceptual model and the hypothesized paths 
structural equation model (AMOS 19.0) was used. Construct reliabilities, items, and standard estimates 
are presented in Table 1. Construct correlation, means and standard deviation are presented in table 2. 
The proposed model shows good model fit indices (CMIN/DF = 1.725; CFI = .952; TLI = .945; IFI = 
.953; GFI = 0.90; RMSEA =.060). The results from hypotheses testing are shown in table 3. 
Insert Tables 1, 2 and 3 here 
Results for hypothesis 1 indicate that Internet usage has a positive significant relationship with 
Internet marketing (β=.749, p<.001). Thus, hypothesis 1 is supported. Results for hypothesis 2 indicate 
that Internet marketing does not have a significant relationship with export market growth (β=.023, 
p=779). Thus, hypothesis 2 is not supported. Results for hypothesis 3 indicate that Internet marketing 
has a positive significant relationship with information availability (β=.474, p<.001). Thus, hypothesis 
3 is supported. Results for hypothesis 4 indicate that Internet marketing does not have a significant 
relationship with business relationships (β=.100, p=.209). Thus, hypothesis 4 is not supported. Results 
for hypothesis 5 indicate that information availability has a positive and significant relationship with 
export market growth (β=.343, p<.001). Thus, hypothesis 5 is supported. Results for hypothesis 6 
indicate that information availability has a positive and significant relationship with business 
relationships (β=.479, p<.001). Thus, hypothesis 6 is supported. Finally, results for hypothesis 7 
indicate that business relationships has a positive and significant relationship with export market 
growth (β=.160 p=.045). Thus, hypothesis 7 is supported. 
6. Discussion and Conclusions 
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The objective of this research was to explore the role of the Internet on export market growth of 
firms located in a Latin American context. The findings of this study contribute to previous research 
which suggests that the Internet is perceived to have a positive impact on the international marketing 
activities of firms (Hamill & Gregory, 1997; Loane & Bell, 2006; Petersen et al., 2002; Quelch & 
Klein, 1996). This study identifies both specific Internet usage and Internet marketing elements that 
positively impact on international information availability and international business relationships, 
which in-turn affect increase export market growth. Although no direct statistical relationship between 
Internet resources exists, the findings have shown an indirect impact through international information 
and business relationships. The application of the Internet to marketing capabilities has a positive 
impact on the amount of international information available to the firm and on international business 
relationships (establishing new relationships and maintaining existing relationships), which in turn lead 
to greater export market growth.  
Previously, information and knowledge elements of the internationalization process have been 
shown to be influenced by the Internet (Mathews et al., 2012). This study re-affirms the positively 
impact of the Internet application within the firm leading to greater international information 
availability as suggested by Mathews et al. (2012). However, this study also contributes by showing 
the depth of impact of Internet marketing capabilities on information within a Latin American context.  
The confirmation that the Internet has also positively impacted international business networks in 
relation to export performance outcomes has yet to be tested in the literature. Coviello and Munro 
(1995), Turnbull and Valla (1986), Young et al. (2003) and Wu et al. (2003) all suggests that business 
relationships are significantly related to export performance of the firm. Both Mathews and Healy 
(2008) and Loane and Bell (2006) found some evidence that the Internet affected international 
networks within the internationalization process of SMEs. Mathews and Healy (2008) identified these 
as new virtual network platforms that are replacing and/or enhancing business relationships within the 
internationalization process. However, although Mathews and Healy (2008) and Loane and Bell (2006) 
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highlight the Internet as having a positive impact on international business relationships for SMEs, 
neither study tests these relationships nor do these studies link the positive impact with export 
performance. This study does both. This shows the Internet has had a profound impact on the normal 
perception of a face to face interaction. This is an important change to the way in which the 
international firm interacts to generate export performance.  
Relational capabilities have played a critical role in building and maintaining customer and business 
relationships (Jayachandran, Sharma, Kaufman & Raman, 2005). Relationship and network building 
and maintaining capabilities are found to positively impact firm’s performance in a domestic and 
international context (Morgan-Thomas, 2009; Musteen et al., 2010). These relationships are even more 
significant in the developing country context such as Latin America and Asia, which are thought to 
rely even more heavily on international relationships and networks for export development (Hewett, 
Money & Sharma, 2006). Research conducted in a Latin American context has found that business 
relationships are critical for success in the internationalization process of these firms (Bianchi, 2011).  
In this study, evidence exists to suggest that Internet marketing capabilities play a role in changing 
the nature of relationships which lead to export performance, by replacing face-to-face interactions to 
virtual network relationships. The positive impact the Internet has on critical success factors related to 
information and network relationships and how this in-turn positively impacts international export 
performance is clearly demonstrated. Even though the conservative view of relationship building 
would suggest that within network cultures where face to face interactions are vital in establishing and 
maintaining relationships, this study suggest the network culture is evolving and relationships are and 
will use the Internet as a conduit for these interactions. Further enhancements will come from 
translational software like bablefish.com and Google translate as well as website auto translations. 
Therefore, not only is the tyranny of distance eroding, but also the tyranny of psychic distance may be 
crumbling.   
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Some limitations might affect the generalizability of the results of this study. First, the findings 
contemplate export managers’ self-reported perceptions at a single point in time, thus, the study does 
not reflect any phenomena that may occur over time. Although the response rate of participants was 
not very high (30%), this rate is similar to response rates reported by other import/export performance 
studies using electronic-based questionnaires (e.g., Diamantopoulos & Kakkos, 2007). Future research 
could validate the findings of this study in other emerging Latin American country contexts. 
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Figure 1: Proposed Conceptual Model     
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Table 1. Construct measures and CFA results 
 
Constructs Measure a Std. 
Est. 
 Sources Indicators  
 
.316 
.653 
.749 
.727 
.557 
Internet Usage 
(α = .723) 
 
Adapted from   
E-mail 
Website 
Personal Space 
Online after sale support 
Intranet 
Internet Marketing 
(IM) 
(α = .792) 
 
Adapted from  
Aspelund & Moen (2004); & 
Gibbs & Kraemer (2004). 
Advertising and Marketing  .661 
Online Sales  .650 
Online After sales service and support .794 
Market Research  .558 
Purchasing  .605 
Information  
Availability (IA) 
(α = .878) 
Adapted from Hamill & 
Gregory (1997); Torre &  
Moxon (2001); and  
Petersen et al., (2002). 
 
Information about international markets 
 
.936 
Information about international competitors .810 
Information about international customers .863 
Information about international suppliers .593 
International 
Market Growth 
(IMG) 
(α = .933) 
Adapted from Ansoff (1965)  
New customers in new international markets 
New customers in existing international  
markets  
Increases product usage of existing international  
customers  
 
.881 
 
.960 
 
.881 
Business  
Relationships (BR) 
(α = .951) 
Measure adapted from Wu et 
al. 
(2003). 
Maintaining international customer relationship .917 
Strengthening the existing relationships .975 
Developing longer lasting relationships .948 
Acquiring new international customers .812 
 
α =Cronbach Alpha  
a Standardized Estimate 
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Table 2. Correlations matrix 
 Mean Std. Dev. IU IM IA BR EMG 
IU 3.90 1.24 1.00 .605 a .322 a .184 a .291 a 
IM 3.30 1.34 .605 a 1.00 .422 a .235 a .293 a 
IA 4.42 1.26 .322 a .422 a 1.00 .389 a .480 a 
BR 4.83 1.47 .184 a .235 a .389 a 1.00 .355 a 
EMG 5.03 1.36 .291 a .293 a .480 a .355 a 1.00 
 
IU= Internet Usage; IM= Internet Marketing; IA=Information Availability; BR=Business 
Relationships; EMG=International Market Growth 
 
a correlation is significant at the 0.01 level 
b correlation is significant at the 0.05 level 
 
 
 
Table 3: Model Fit and Hypotheses Testing 
 
 
 
Model 
Overall  fit  
 
P- value>.05Model fit indices χ ² /DF 
CMIN  
RMSEA IFI CFI TLI  
Proposed Model 1.739/ 182 
 
.060 .952 .951 .944  .000 
significant 
        
        
        
Hypotheses Path directions Estimate  CR P Result  
H1 IU IM  .749  3.805 *** Supported 
H2 IM EMG  .023  .281 .779 Not Supported 
H3 IM IA  .474  5.674 *** Supported 
H4 IM BR  .100  1.257 .209 Not Supported 
H5 IA BR  .479  6.176 *** Supported 
H6 IA EMG  .342  3.771 *** Supported 
H7 BR EMG  .160  2.004 .045 Supported 
*** Results significant a p< .001  
 
 
       
